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Abstract: This paper examines the customer value creation framework and discusses the design
of the key elements for product development in emerging markets. A scientometric/bibliometric
scoping literature review identifies a clear gap in the current research in studying prerequisites
for customer value creation in emerging market contexts. Observing experiences of Daikin and
Renault in the context of India, the purpose of this paper is to identify value creation strategic
choices following which comprehensive customer value offerings in products and services can be
successfully created by firms across the four facets of the framework in emerging markets. Value
creation strategies include having a nuanced understanding of the latent contextual needs to offer
localized high-quality products that embody distinct functional attributes that provide a functional
value and being responsive to specific emotional needs and epistemic experiences of the target
customers in product and service offerings to deliver a greater experiential value. Furthermore,
the products should adopt a localized operational excellence strategy throughout the value chain
to reduce costs for competitive price offerings in order to deliver superior cost value and develop
brand image and equity strategy, thereby allowing for the provision of a greater symbolic value.
Experiences of successful firms demonstrate the need for extensive local research into the emerging
market followed by localization of production and development of a distribution network to be able
to offer customized products at competitive prices whilst maintaining the brand value. We thus
extend the customer value creation framework by introducing localization as a necessary condition
for successful organizational performance in emerging markets.
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1. Introduction
The growth of emerging markets (EMs) far outstrips that of developed countries;
however, each location is fraught with idiosyncratic contextual differences. Experiences of
companies including Google, eBay, Panasonic, Volkswagen, and other multinationals in
the particularities of the Chinese market can attest for the idiosyncratic contexts requiring
strategic adjustments (Luo 2007; Wakayama et al. 2012). Rapidly growing middle-class
customers in EMs with an increasing disposable income are diverse, enjoy brand awareness,
and show inclinations to access a range of high-quality products at affordable prices (Dawar
and Chattopadhyay 2002). These consumers have a preference for localized products that
are sufficiently robust, possess maximum flexibility in product use, and can be repaired
and maintained at the local level. Above all, middle-class EM consumers tend to prefer
durable products with long consumption cycles to reduce overall costs throughout the
lifecycle of the product (Petrick 2011; Prabhu and Krishnan 2005; Sharmelly and Ray
2021). As a result, multinational companies (MNCs) from developed countries find it
difficult and increasingly risky to manage innovation and succeed in EMs, as these firms
are not accustomed to striking a balance between specific product demand and affordability
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criteria of EM customers (Christensen and Overdorf 2000; Hang et al. 2010). In brief, it is
challenging for foreign MNCs to develop and sustain uniquely attractive propositions.
Over the past decades, sufficient research on customer value creation has been conducted (Woodruff 1997; Eggert and Ulaga 2002; Ulaga 2003; Smith and Colgate 2007;
Spiteri and Dion 2004; Ramaswamy and Ozcan 2018). However, the literature is scant on
recognizing particularities of consumers in EMs. Considering the majority of the world’s
population (over 85 percent) is in the developing world (Prahalad 2010; IMF 2020), the
question for firms eager to capitalize on large markets should be on how to prioritize their
innovation efforts to achieve success in EMs. However, as product innovation is risky and
challenging in EMs due to many contextual factors (Gupta and Thomke 2018), conducting
this research is necessary to determine whether MNCs, which are inherently known for
their products embodying specified proprietary technologies and sophisticated features,
should focus only on technological leadership. Or is rethinking the value creation strategy
likely to prove successful for MNCs in such markets?
The paper makes multiple principal contributions. First, the study utilizes scientometric analysis to identify the lack of research conducted on customer value creation in the
context of EMs. Second, we test the widely acknowledged customer value creation (CVC)
framework proposed by Smith and Colgate (2007) in an empirical setting of India and
identify specific strategies for customer value creation in EM contexts. Third, utilizing the
case of Daikin India, the Indian operation of the Japanese multinational air conditioning
manufacturing company, and Renault India Private Ltd., a wholly owned subsidiary of
the French multinational automobile manufacturer, as case studies, this study contributes
to the sparse literature on the important concept of value creation for customers in EMs
context by applying the CVC framework. Lastly, the study advances existing knowledge
because it demonstrates how inclusive value offerings made across the four aspects of the
CVC framework are beneficial for firms in an EM context. It is the aim of this paper to
demonstrate that CVC is rarely holistic for MNCs that aim to tap into the rapidly growing
middle class customer segment in an EM context. Thus, the question guiding this research
is as follows: How can MNCs create customer value successfully in an EM context? We
utilize and adapt the highly recognized CVC framework by Smith and Colgate (2007) in an
attempt to answer this question.
The paper is structured as follows: Section 2 presents the theoretical background of
the study; Section 3 presents methodology of the study; Section 4 presents findings of the
case studies; Section 5 outlines discussion and contributes to the existing literature; and
finally, Section 6 outlines the conclusion, managerial implications, limitations of the study,
and suggestions for future research.
2. Theoretical Background
2.1. Customer Value and Its Creation
Value refers to a price a customer is willing to pay based on the worth that a product
or service offers as well as meeting the required needs or wants of the customer (Babin and
James 2010; Amit and Zott 2001). If the aim of strategic marketing is to create the most
optimal value that appeals to customers through differentiation, then the perception of the
optimal value is the key to competitiveness in EMs. How does a firm achieve this optimal
value? This question is pertinent not only in strategic marketing but in all commercial
disciplines. Nevertheless, value is not only the premise of the relationship between a buyer
and a seller—a full systems perspective recognizes a set of relationships between different
stakeholders, for whom value is different dependent on the relationship. In this study,
however, we only consider customer value creation.
Marketing researchers have identified this optimal value as customer value. To date,
several propositions on framing customer value have been offered in the literature.
Parasuraman (1997) assesses customer value via the division of customer type (first-time
customers and defectors) and by introducing longitudinal measures for comprehensive
marketing research and analysis. Despite being an important topic of research for the
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last 30 years, there is no concrete definition of customer value (Gallarza et al. 2011); some
seminal works have established that customer value refers to the value of a product or
service in the trade-off between the investment and what the customer receives (Woodruff
1997; Salem Khalifa 2004; Eggert et al. 2018). According to Lusch and Vargo (2011, p. 1304),
customer value is “idiosyncratic, contextual and meaning laden”. Consequently, customer
value has two principal perspectives—utilitarian and hedonic. The utilitarian perspective
emphasizes the task-related characteristics of product or service offerings, and the hedonic
perspective emphasizes the act of consumption (Lusch and Vargo 2011). Unsurprisingly, the
successful creation of customer value is imperative for a firm to differentiate its positioning
in the market and to achieve a competitive advantage (Desarbo et al. 2001; Spiteri and Dion
2004; Sahi et al. 2018).
2.2. Dimensions of Customer Value
In this study, we apply a comprehensive model proposed in a seminal review paper
on customer value creation by Smith and Colgate (2007). The customer value proposition
framework integrates existing conceptualizations of customer value creation from the
research of the past two decades and extends the concept of the traditional marketing
mix. The framework, which is widely applicable to all types of business-to-customer
and business-to-business products and services, suggests that firms create four main
types of value: cost/sacrifice, functional/instrumental, experiential/hedonic, and symbolic/expressive values. These four key values influence customers’ choices concerning
the purchase of products and brand decisions (Smith and Colgate 2007). However, to date
the CVC framework has been examined in the context of developed countries. We believe
that the framework is particularly useful for MNCs that intend to do business in EMs as
it explains the creation and delivery of the required values along the value chain (Porter
1985) or value network (Kumar 2006) activities of a firm. Drawing on the CVC framework,
we propose that an inclusive value offering across the four dimensions of the framework
enables firms to outperform competitors in EMs and highlight the firm-level activities to
facilitate value creation. Below, we outline the four facets of the framework.
2.2.1. Cost Value
Cost value regards the extent to which a customer attempts to maximize, or at least
realize, product benefits while at the same time seeking to minimize monetary costs.
Such costs are often involved in the product lifecycle, such as at the point of purchase or
through the time of ownership and product use (Walter et al. 2003; Woodall 2003). Firms
focusing on delivering a competitive cost value emphasize increasing operational efficiency,
especially in production and distribution, thereby minimizing economic costs (Smith and
Colgate 2007). The end customer effectively aims to reduce economic costs, risk, personal
investments, psychological costs, and any other type of investment sacrifice associated
with purchasing the product.
2.2.2. Functional Value
Functional value refers to the extent to which a product has the preferred characteristics or functional attributes, performance capabilities and usefulness or benefits (Sheth et al.
1991; Woodall 2003). Firms intending to deliver a greater functional value focus on leadership in the development and invest heavily in new technology and product development
(Rintamäki et al. 2007). A product should possess proper and suiting qualities in terms
of its performance, e.g., quality, durability, reliability, and it should achieve appropriate
outcomes, such as effectiveness and achievements.
2.2.3. Experiential Value
Experiential value signifies the extent to which a product generates appropriate customer emotions and experience (Arnold and Reynolds 2003; Sheth et al. 1991). Firms that
are aiming to deliver a superior experiential value focus on customer relationships and mar-
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ket research to provide customized product offerings. The key features include provision of
sensory, emotional, and epistemic elements in products and services (Talonen et al. 2016).
2.2.4. Symbolic Value
Symbolic value regards the degree to which customers associate psychological meaning with a product (Holbrook 1999, 2005). Such associations often include a consumer’s
social prestige and self-expression (Choo et al. 2012). Organizations aspiring to provide
a better symbolic value typically focus on advertising, customer engagement activities,
and public relations (Smith and Colgate 2007). Symbolic value often appeals to selfidentity/worth, attached personal meaning, social significance, and desired meaning in
relation to the product/service offerings.
2.3. Emerging Markets and Customer Value Creation
Value proposition frameworks tend to derive from the literature and cases of established MNCs in the context of developed market, thus creating the void in investigations
regarding EM contexts. Given the high growth rates in EMs, MNCs cannot ignore the
impetus of exploring and expanding their businesses to these markets. As EMs offer new
business growth opportunities for both local firms and MNCs, in recent years (Sharmelly
and Ray 2018, 2021), there has been an increased focus on innovation in EMs. Over the past
decades, EMs spearheaded by China and India have become the global economic growth
engines (Sharma et al. 2016). With high growth rates of EMs, MNCs from developed
countries consider these markets to be strategically important to enter (Atsmon et al. 2012).
EMs such as China and India have been leading the global economic growth in recent
years, and middle-class customers who have been transformed from non-consumers to
consumers because of the rising disposable income (Williamson and Zeng 2009) are among
the fastest-growing customer segments globally (Kravets and Sandikci 2014). However,
these customers have distinct requirements. Not only do middle-class customers demand
affordability in products/services, but they also require value-adding product attributes in
product offerings, including usability (Dubiel and Ernst 2013; Nakata and Weidner 2012),
high quality, and sturdiness (Gadiesh et al. 2007).
However, product development is risky and challenging in EMs, as these markets
are characterized by within-country cultural diversity; political uncertainty; and a lack of
functioning institutions, including the absence of stable policies and regulations (Gupta
and Thomke 2018). Furthermore, MNCs face a number of challenges, risks, and uncertainties when entering and operating in EMs. Perano et al. (2018), for example, demonstrate
that business continuity management should be integrated into strategic planning and
corporate culture in the context of developing countries characterized by risks to ensure
long-term survival of the business, where the context of culture often has a significant
effect on organizational performance. These markets are significantly different from developed markets in regard to the demand criteria of the customers and the prevailing
socio-economic conditions, and they are characterized by risk and uncertainty (Drummond
2012; Lee et al. 2011).
Therefore, successfully tapping into EMs involves MNCs customizing their innovation
strategies to be aligned with idiosyncratic demand principles of EM customers (Ramamurti
2012). This also calls for MNCs to think beyond the approach of simply offering low-cost
versions of established products (Chattopadhyay et al. 2012; Agnihotri 2015; Klarin 2019)
or the traditional model of selling premium products (Christensen et al. 2006).
Thus, determining value specifically for target consumers is one of the main challenges
for businesses in EMs (Wakayama et al. 2012). MNCs need to design product management
that more accurately reflects local preferences and values of consumers who often face
various constraints, including lack of purchasing power (London and Hart 2004) and
appropriate infrastructure (Karnani 2007).
The five characteristics of EMs as stipulated by Sinha and Sheth (2018)—market
heterogeneity, sociopolitical governance, unbranded competition, chronic shortage of
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resources, and inadequate infrastructure—make it difficult for MNEs to succeed in these
markets. Thus, a number of strategies have been proposed in the literature to offset these
and other negative effects the occur in EMs, which include offering reengineered products
that are low-cost and reachable, maintain a cultural affinity, and are marketed appropriately
(Boso et al. 2018; Meyer and Tran 2006; Dawar and Chattopadhyay 2002; Dadzie et al. 2017;
Sinha and Sheth 2018).
The aim of this paper is to investigate how MNCs can offer value successfully in an
EM context. We utilize the CVC framework in an attempt to answer this question.
3. Methodology
3.1. Scientometric Analysis to Identify a Research Gap
Recent advancements in scientometrics and bibliometrics allow one to capture large
volumes of data and parse these through specialist analysis tools in order to gain a bird’s
eye view of a particular set of published data (van Eck and Waltman 2014; Klarin et al.
2021). This method allows one to identify possible gaps in the literature through gaining a
holistic outlook on a particular subject (Rossetto et al. 2018; Klarin 2020). Thus, we deemed
it necessary to run a scientometric analysis of the customer value literature to conduct
investigation into what customer value scholarship holistically represents.
We chose to use the entire Web of Science database (WoS), as it is considered one of the
largest scientific knowledge databases (Podsakoff et al. 2008; Crossan and Apaydin 2010)
and has major overlaps with its closest contestant database, Scopus, meaning that there
are marginal divergences between the results of the two databases, especially if looking to
compare large volumes of publications (Vieira and Gomes 2009). The search query was
set as “customer value”, which returned 3182 publications that contain either of these terms
within the titles and abstracts of the original works for the period of 1980 to 30 July 2021.
To gain the state-of-the-art bird’s eye view of the scholarship, we utilized VOSviewer
clustering software, which is based on the notion of identifying high similarity terms
and placing them on a map close to each other. Having gained the results, we searched
through the terms parsed into co-occurrence based on the text data extracted from titles,
abstracts, and keywords of publications to find references to EM contexts (Korom 2019;
Inkizhinov et al. 2021; Galvin et al. 2021). We found no reference in the results (terms
occurring in at least 10 publications by default) to EM contexts, which confirmed our
initial thoughts as to the lack of research on customer value in EM contexts, which is an
undeniably important topic.
To further provide a more thorough investigation of EMs in the current literature, we
ran the following search string in the WoS search: “customer value” AND TOPIC: “emerging
market*” or “emerging countr*” or “emerging econom*” or “developing market*” or “developing
countr*” or “developing econom*”. The filtered search returned 55 results.
Most of the results had little or no relation to the creation of customer value in EMs,
including those that provide fleeting mentions of customer value whilst measuring or
discussing other constructs or variables. We examined each of the results and identified
only a handful of studies that directly address customer value in EMs. As such, these
studies mostly tested customer value relationships with other constructs; for example,
Amoako (2019) demonstrated that brand equity significantly leads to firm value and
customer value, while customer value partially mediates firm value and brand equity in
Ghana. A study of the Iranian automotive industry demonstrated that governance structure
transformations and open innovation development lead to value creation and capture
(Kashan et al. 2018). A study in the context of Mexico by Sánchez-Gutiérrez et al. (2019)
showed that management capabilities in customer relationships and knowledge conversion
of customer needs into specific choices have a positive effect on CVC. Ivanauskienė et al.
(2012) found that during the period of economic downturn in Lithuania, the dimensions
of emotional value and functional value were rated high by customers, while social value
factors were rated low. Finally, a study of 249 small- and medium-sized Indian firms found
that a salesperson’s customer orientation directly leads to value creation and relationship
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development with customers, while a sales orientation has a negative effect on value (Singh
and Koshy 2011). Although studies on customer value in EM contexts do exist, they tend
to affirm or simply test the same variables as they would in the context of another country.
These studies fail to differentiate the market contexts from each other and identify factors
that may influence customer value perceptions, especially in EMs or specific locations.
The aforementioned CVC framework lacks in-depth studies that underpin and apply
the framework in an empirical context—especially in the context of EMs where MNCs
must meet the precise customer demands amidst the vastly different environment settings.
3.2. Exploratory Case Studies in the EM Context
Due to the relatively unexplored nature of this topic, we adopted an exploratory case
study research strategy (Yin 2013). A case study is an empirical enquiry that investigates a
contemporary phenomenon within its real-life context (Yin 1981). This allows the researcher
to obtain an in-depth insight of the context (Dyer and Wilkins 1991) and provide a more
convincing demonstration of a conceptual argument and causal forces (Siggelkow 2007).
The case study approach is one of the best possible ways to gain a deep understanding of
how firms can organize value creation strategies in the price-conscious customer segment
in a developing country. The findings obtained from this method have the potential to be
more rigorous and reliable if multiple case studies are used, which can allow increased
generalization across different case study findings (Eisenhardt 1989; Yin 2013). To address
the research question, two case studies were applied. Case studies were based on secondary
data—publicly available interviews with company representatives, including managing
directors, heads of sales and marketing, and other senior managers, together with multiple
sources of information, such as company data, annual reports, consultancy reports, journal
articles, books, magazine, and newspaper articles. To gain the aforementioned information,
we searched through ProQuest and WoS databases for the mentions of both selected
companies in the context of India. We also performed a Google engine search for the
subject in order to identify periodicals, articles, and other sources to analyze and deliver
the findings.
The Indian context is of particular interest when exploring the domains of innovation.
India is the world’s second fastest growing emerging economy after China (BBC News 2019)
and is increasingly being considered a new source of growth and innovation opportunities
for global MNCs (Ray and Ray 2021). The case studies are of two multinationals—Daikin
as the leading Japanese air conditioner (AC) manufacturer and Renault as a global car
manufacturer. The two companies are different but share the common objective of tapping
into the huge market potential of India. The aim of this study is to demonstrate that the
four customer value propositions depicted in the framework are to be correctly aligned by
an organization to the local market in order to successfully compete in India.
3.3. Outlines of the Case Studies
The Indian AC market has been growing at a growth rate of 18 to 20%over the last
decade (ISHRAE 2017). Factors driving this growth include the rapid increase in disposable
incomes of the middle-class customers, rising summer temperatures, high humidity levels,
and rural electrification. Moreover, the penetration of ACs in the Indian households is
just 4%, implying that there is a considerable scope for growth (ISHRAE 2017). Daikin
Industries Ltd. has recognized India as one of its most significant strategic EMs to sustain
lead and growth, thus establishing a wholly owned subsidiary in India—Daikin India
(Daikin 2019). Despite being one of the most technologically advanced companies in the
industry, initially, Daikin India performed poorly in the highly competitive Indian air
conditioning (AC) market, which had more than 25 players up until 2009. Readjusting
its strategic direction, Daikin targeted a large segment of value-conscious customers by
offering high-quality products at competitive prices and provided an innovative range of
20 new products across residential, light commercial, and commercial segments; Daikin
India became the second largest AC manufacturer in India after Voltas (ISHRAE 2017).
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Renault entered India in 2005 by forming a joint venture with the leading Indian auto
manufacturer, Mahindra & Mahindra (Madhavan 2013). Renault Logan was the first vehicle
introduced in the Indian market. However, the car failed to attract Indian customers due
to the lack of value-for-money proposition, which resulted in the termination of the joint
venture. Identifying a gap in the Indian sport utility vehicle (SUV) segment, the company
realized the potential of developing the Renault Duster (“Dacia Duster’” in European
markets), which captured over 23%market share of the SUV market (The Times of India
2014) and accounted for 86%of Renault India’s production and 100%of its exports (The
Times of India 2016). With recent updates in the vehicle’s features and styling, the Duster
remains the topmost selling car for Renault worldwide (Bhatia 2019; Renault India 2019).
4. Findings
4.1. Creating Values by Daikin India
4.1.1. Cost Value
For EMs, competitive price and the ratio between quality and price remain important
drivers of value (Smith and Nagle 2005; Rintamäki et al. 2007). An economic value
proposition requires resources and competences focusing on minimizing economic costs.
This requires firms to follow an operational excellence strategy and invest in manufacturing
and distribution processes to streamline the supply chain (Tong and Tong 2006). Previously,
Daikin India was only manufacturing ACs for the commercial sector in India and used
to import residential ACs. However, the prices of the imported goods were not aligned
well with the market demand (Sen 2013). To optimize cost structure, Daikin adopted a
partial localization strategy, establishing multiple manufacturing plants in India for local
manufacturing to reposition itself as an affordable brand in the Indian air conditioning
industry (Ambwani 2017). Utilizing local data on varying weather patterns, power supply,
and air conditioning requirements across diverse geographic locations, Daikin capitalized
on local market research and customization facilitated by the India R&D center. Daikin
further utilized abundance of local high-skilled engineers in the value chain.
“India is a critical market for us . . . our objective is to build products in line with
the requirement of Indian consumers. Daikin has crafted a strategy to dominate
Indian market with locally tailored products”. (Economic Times Bureau 2019)
Moreover, the strength of enhancing operational efficiency to minimize cost through an
efficient distribution network was apparent when Daikin broadened its channel partnership,
which ultimately changed the niche market into a mass market. Daikin successfully
distributed a range of technologically advanced and cost-effective products through its
national dedicated channel partners and Daikin-exclusive solutions plazas to make the
products available and to improve services. The company expanded in various areas,
possessing over 7500 channel partners, 22 supporting warehouses and sales outlets, and
over 600 solutions plazas in India (Daikin 2019). Indeed, localized production coupled with
lower price points for a range of locally tailored and technologically advanced products
compared to competitors enabled the company to create a superior cost sacrifice value,
indicating a clear economic value proposition.
4.1.2. Functional Value
Creating functional value propositions for customers is often associated with developing a product for which the utility is derived from the product’s appropriate functionalities
and performance quality meeting the target customers’ needs (Seiders et al. 2000; Diep
and Sweeny 2008). Forecasting customer and industry demand for energy-efficient ACs
set by the Indian Bureau of Energy Efficiency, Daikin developed the HFC 32 refrigerant,
which allowed the company to use a smaller compressor and a coil with a size that is
30% smaller than that of other rival multinational manufacturers. This enabled Daikin
to offer improved energy efficiency, which is vital to the Indian market (Press Trust of
India 2017; Sinha 2015). Via the development of innovative inverter technology, Daikin
India also offered a better value than that of the available range of products offered by
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competitors, which is evident from their energy-efficient ACs for residential premises.
These ACs regulate cooling by sensing room occupancy—a performance quality that is
usually available in commercial products. These efforts enabled Daikin to achieve 85% of
its revenue from the residential air conditioning segment in 2015—much higher compared
to 40% in 2009 (Sen 2013). In addition, Daikin air conditioners’ unique Streamer Technology
has an “inactivating effect” on COVID-19 and hepatitis virus and, thus, is safe for use
for both residential and commercial purposes (Daikin 2019), thereby creating functional
customer value.
Moreover, Daikin India gained competitive advantage by creating superior functional
value for its customers, offering a multi-split-type air conditioner, VRV-X, for commercial premises. This device allows customers to maintain individual zone control in each
room and floor of a building (Daikin 2019): “VRV-X is Daikin’s latest technological development...contributes to optimize energy efficiency, high quality and easier installation,
thereby delivering more value to customers.”
4.1.3. Experiential Value
Customers, who are motivated by the experiential aspects of products, appreciate
companies who create emotional value. Using sensory, auditory, and even visual clues
is an effective way of creating emotional value for customers (Carbone 2004; Talonen
et al. 2016). Daikin understood the importance of providing a superior user experience.
Through state-of-the art noise reduction technology that adapts to the environment of
a room, Daikin ACs create positive customer experiences by curtailing noise levels. To
deliver this value, Daikin utilized value chain activities associated with innovative marketing communications, including targeted advertising with the proposition of “complete
silence” to signify the cutting-edge technology of the brand and appeal to buyers’ decisions and personal tastes (Daikin India 2017). Moreover, Daikin created superior customer
experiences by introducing Wi-Fi-enabled smart ACs—compatible with Google Home and
Amazon Alexa, allowing customers to control various modes and swing and fan speeds
of the ACs from anywhere as well as advanced anti-corrosion ACs that are built to last in
harsh environments: “We at Daikin are committed to offer products that provide complete
customer satisfaction and superior user experience. Daikin air conditioners also sense
human movement and adjust the temperature accordingly... making these air conditioners
comfortable and intelligent” (Economic Times Bureau 2019).
4.1.4. Symbolic Value
As a value proposition, the symbolic value of a product emphasizes self-expression
via customers attaching positive meanings to consumption (Flint 2006). Symbolic value
proposition usually requires the creation of a brand image strategy and investing in advertising, public relations, and customer support (Smith and Colgate 2007). Daikin emphasizes
symbolic dimensions by offering a range of environmentally friendly ACs powered by its
patented HFC32 technology. This technology has environmental benefits of less greenhouse
gas emissions and global warming potential compared to competing manufacturers’ refrigerants. Furthermore, the company engaged in brand building and localized “below-the-line
marketing” activities using direct newsletters, flyers, and hoardings to promote awareness
and customer engagement for Daikin products. A first-ever fully air-conditioned bus
shelter in New Delhi symbolizes the practice of corporate social responsibility as a means
of building brand equity.
4.2. Creating Values by Renault Duster
4.2.1. Cost Value
Companies that compete on price to help customers save costs during purchase
or over a product’s life-cycle focus on efficiency and effectiveness goals and invest in
manufacturing and distribution processes (Ulaga 2003; Woodall 2003). To optimize cost
structure, Renault implemented localization to create the required value. Renault engaged
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in consumer research and immersed itself in the lives of the customers in India (Mohapatra
and Roy 2015; Madhavan 2013). The product development team conducted focus groups
and ethnographic studies across India to observe and understand lifestyles and the driving
needs of Indian consumers (Madhavan 2013): “It identified a focus group of about 200
people whose profile matched potential buyers of Duster . . . Across five Indian cities for
an ethnographic study of over two months . . . , product development team lived with the
target customers.”
Renault further established a manufacturing plant in Chennai for local manufacturing.
With over 60% of localized components, Renault positioned the Duster (“Dacia Duster”
in European markets) at an attractive price starting from USD 12,000 in 2012. As the
average foreign SUV starting price in India is around USD 30,000, the Duster created
a superior economic value proposition for the Indian customers who were looking for
a SUV that could deliver all of the required SUV functionalities at a competitive price.
This enabled Renault to achieve the landmark sales figure of 100,000 Dusters in India by
2014. Furthermore, following an operational excellence strategy, Renault successfully made
Dusters available to Indian customers through the company’s strong dealership network to
provide improved service levels. The dealership network comprises over 270 nationwide
dedicated dealers, covering over 90% of the Indian market (Renault India 2019).
4.2.2. Functional Value
Companies that compete via superior creation of functional value attempt to reduce
risks and minimize utilitarian-level sacrifices recognized by customers in buying, owning,
and using a product (Babin et al. 1994; Sheth 2011). The case of the Duster reveals that,
analyzing the growing demand for SUVs, Indian families with children consider it as a
safer option of commuting; thus, the Renault Duster carved a niche in the Indian market.
The Renault Duster created a new customer segment with demands for a robust and
reliable SUV that comes with all of the required practical benefits, including product
design, engine capacity, strengthened suspension, and off-roading capabilities. Renault
authorized a product development team of Renault India to emphasize a customer-driven
product development strategy. As a result, the Duster was customized according to the
Indian demand and road conditions that were relevant to European customers. The
Duster for the Indian market underwent 41 structural changes, including internal features,
such as improved rear air conditioning for passengers, inclined and more comfortable
rear seats, door warning lights, a dual-tone interior, and engine tuning. Such product
offerings enabled the Duster to rank as the second largest player in the Indian utility
vehicle segment after the Mahindra Scorpio (Ciferri 2013; Madhavan 2013). According to
Renault India’s Vice President of sales and marketing, Rafael Treguer: “Duster has been
the first ever segment-defining vehicle from the Renault India portfolio. Over the years,
Duster has achieved a cult status and has been instrumental in Renault’s growth in India”
(PR Newswire 2017).
4.2.3. Experiential Value
An experiential value proposition can be created by focusing on the provision of an
appropriate experience, pride of ownership, and emotions for customers (Arnold and
Reynolds 2003; Turley and Milliman 2000). Renault focused on providing customers with
a superior user experience in terms of buying and driving the Duster. Understanding
the sheer importance of learning about the demands of Indian value-conscious buyers
in regard to SUV driving requirements, Renault India combined the emotional appeal of
driving a safer, rugged SUV with the maintenance elements of a smaller sedan car in the
Renault Duster. As a result, the Duster is driving the success of Renault Group in India
and other EMs (Renault UK 2017; Mohapatra and Roy 2015). Customers identify SUVs as
bigger in size, unwieldy, difficult to maneuver in congested cities, and high on maintenance
costs. Taking efforts to understand consumer psychology, Renault designed the Duster
with flared wheel arches, a muscular body, roof rails, a raised suspension, and big tires—all
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visual indicators creating the image of owning and driving a robust SUV. At the same time,
with a compact size and fuel efficiency, the Duster does not possess the many limitations of
a typical large SUV and creates a superior driving experience for EM customers.
4.2.4. Symbolic Value
Renault’s localized marketing strategies included a pre-launch communication strategy and promotional activities, such as releasing a video on Renault’s Facebook page
showing a man weeping with the proclamation “our sincere apologies to those who
brought a sedan” to signal to its targeted customers the prestige and status of having an
SUV compared to a sedan. Furthermore, on the basis of Indian consumers’ passion for
cricket, Renault became associated with Indian cricket by becoming one of the sponsors
of the Indian Premier League (IPL) and offering a Renault Duster to the “Man of the
Series” player to increase brand exposure. Such symbolic meanings are important and
self-expressive for drivers of the Duster. More traditional methods of promotion included
focused media activities, such as television and radio commercials and widespread digital
platform activities (Madhavan 2013; Mohapatra and Roy 2015). The marketing campaign
“Gang of Dusters” (PR Newswire 2017), which brings together Duster owners and enthusiasts to share road-based adventures, created further marketing presence in media
outlets, and Renault addressed the symbolic value proposition of motivating customers
via self-expressive aspects of consumption (Rintamäki et al. 2007; Smith and Colgate 2007).
5. Discussion and Propositions for Future Research
As demonstrated in the above-discussed cases, Daikin is valued by Indian customers
for its affordability (cost value); superior product functionalities; and performance quality,
such as energy efficiency, regulation of cooling by sensing room occupancy (functional
value). It is also a means of self-expression via positive meanings, as consumers associate
themselves with the use of a range of environmentally friendly ACs and Daikin’s corporate
social responsibility practices in India (symbolic value). In addition, it is also valued for
the superior user experience that is created through the proposition of “complete silence”
(experiential value). Similarly, the Duster is valued by Indian customers for its extremely
competitive price compared to other foreign SUV makers (cost value); its design; internal
features; and practical benefits, such as engine capacity, strengthened suspension, and
off-roading capabilities (functional value), which are essential in the Indian context. These
means of self-expression symbolized by the prestige and status of having an SUV and the
association of the Duster with Indian cricket (symbolic value), as well as the pleasure that
is created by the driving and owning of a Duster (experiential value), were the keys to
success in the EM context.
The findings of these case studies are in line with the suggestions on customer value
creation found in the literature—for example, Vakulenko et al. (2018) revealed that in
the parcel locker, a self-service tool that reshapes the delivery and return experience in
e-commerce, functional customer value is related to the functional aspects of parcel lockers,
which include ease of use, high service speed, and reduction or removal of cues when
using the parcel locker service. Experiential value is related to the user-friendly, interesting, and safe service experience offered by the parcel locker service, and cost/financial
value is related to the low cost of the parcel locker service (Vakulenko et al. 2018). In a
related attempt, drawing on a conceptual study on customer value in the context of a
consumer cooperative, which is becoming an increasingly significant company form in
retailing, banking, and insurance, Talonen et al. (2016) uncovered how functional value,
cost/economic value, experiential/emotional customer value, and symbolic value can be
created. The authors suggest that in consumer cooperatives, economic/cost value is created
through the delivery of economic benefits to customers, such as offering the lowest prices;
functional value is created by offering better and efficient services; emotional/experiential
value is created by providing customers with a feeling of security and familiarity; and,
finally, symbolic value is created through local cooperatives supporting their community’s
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development and future, which creates positive social prestige for cooperatives among
consumers. Similarly, Rintamäki et al. (2007) draw on secondary data—publicly available
examples from the retail industry—to understand the key dimensions of customer value
creation: cost, functional, emotional, and symbolic features. The authors suggest that in
the retail industry, costs/economic value is created by the retail giant Wal-Mart, offering
the appropriate monetary worth of products and services to customers through its “always
low prices” strategy; emotional/experiential value is created by retailers like Barnes &
Noble through providing customers with a comfortable ambience in bookstores that have
in-store cafés for shoppers to relax and have an enjoyable shopping experience; functional
value is created by offering the appropriate functional or physical performance attributes in
products and services, such as the British retailer Tesco, which meets the target customers’
needs; and symbolic value is created by the British retailer Body Shop. Customers of the
Body Shop emphasize the importance of self-expression, associating with the company’s
principals of supporting community trade, opposing animal testing, promoting human
rights, protecting the environment, and attaining self-esteem (Rintamäki et al. 2007).
In EMs, especially India, the connotation of the value of money is immense, as is the
value of brand perception, especially for the growing middle class (Cavusgil et al. 2018;
Nguyen et al. 2011). MNCs intending to expand to EMs will have found that localization
of products through the localized value chain activities is essential (Luo and Zhang
2016). Going beyond the traditional approach of low cost, or otherwise not differentiating
customer bases in different markets, Daikin and Renault positioned their unique product
innovations through a localized operational excellence strategy in R&D, production, and
distribution (Walter et al. 2003; Woodall 2003). This allowed both companies to obtain a
comprehensive understanding of Indian customers and gain cost value. Accordingly, we
formulated the following proposition:
Proposition 1. The localized excellence strategy in R&D, production, and distribution creates
cost-related customer value in EMs.
Daikin undertook a considerable amount of local market research and technology
development, establishing the India R&D center. Similarly, Renault empowered the Indian
product development team to focus on India-specific product development strategies in
developing the Duster. Such knowledge base was utilized to develop product features and
performance qualities of functional value that are deemed to be beneficial to the target
customers (Anderson et al. 2006; Flint et al. 2002).
Proposition 2. Localized market research, technology development, and customization create
functional customer value in EMs.
Renault and Daikin effectively responded to the very specific emotional needs and
epistemic experiences of the target customers, delivering greater experiential value (
Holbrook 2005; Lapierre 2000) and taking measures to understand customer psychology
and creative marketing communication methods.
Proposition 3. Understanding local preferences, local customer psychology, and deploying local
communication methods creates experiential customer value in Ems.
Lastly, extending digital marketing communication platforms and off-line interventions, including non-traditional “below-the-line” marketing activities, the two companies
offered a greater symbolic value (Liu et al. 2005; Menon et al. 2005).
Proposition 4. Localization in marketing strategies, below-the-line-marketing, and social immersion creates symbolic customer value in EMs.
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The value offerings and value creation strategies of Daikin and Renault are summarized in Table 1.
Table 1. Value offerings and value creation strategies of Daikin and Renault.
Value Dimension

Value Offerings

Value Creation Strategies

Cost value

- Daikin as a quality
affordable brand in the Indian
AC industry.

Localized operational
excellence strategy, including
local manufacturing and
expanded channel
partnerships for distribution.

- Duster as an affordable SUV
at a similar price to that of a
sedan.

Over 60% localized
components by local
production, strong dealer, and
distribution network.

- Smaller, energy efficient
products for residential AC
segment.
- Performance quality of
cooling regulation by sensing
room occupancy, maintaining
individual zone control
feature, and “inactivating”
COVID-19 and hepatitis
viruses.

Local market research,
technology development.

- Robust, reliable SUV with
benefits of a compact design,
41 structural changes.
- Performance quality of
engine capacity, improved
suspension, and off-roading
capacity.

Empowerment of Renault
India in customer-driven
development, local product
customization strategy.

- Superior user experience
through noise reduction
technology that adapts to the
room environment.

Innovative local market
communication methods.

- Remarkable user experience
in driving of a safer, rugged
SUV with maintenance
comparable to that of a
smaller sedan.

Understanding local customer
psychology.

- Self-expression through
environmentally friendly ACs.

Brand equity,
“below-the-line-marketing”
activities and CSR practices.

-Signaling prestige and status
of driving and owning an SUV.
-Increasing brand exposure.

-Localized marketing
strategies and initiatives,
extending digital marketing
platforms.

Functional value

Experiential value

Symbolic value

The contributions of this paper are the application of the framework proposed by
Smith and Colgate (2007) to the empirical context of an EM, India, and the specification of
the value creation strategies used to create customer value, as shown in Figure 1.

-Signaling prestige and status of driving and -Localized marketing strateowning an SUV.
gies and initiatives, extending
-Increasing brand exposure.
digital marketing platforms.
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Cost value

Functional value

Localized market operational
excellence strategy

Localization in market research,
product development and
customization

Customer value
creation in emerging
markets
Experiential value
Symbolic value

Understanding local
preferences, local customer
psychology, local
communication methods

Localization in marketing
strategies, 'below-the-linemarketing', social immersion

Figure 1. Customer value creation in emerging markets.

While
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we
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vision unique positioning and their associated products and services, we suggest thatthat
inindividual
markets
need
to
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CVC
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which
may
not
fully
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dividual markets need to have accustomed CVC positioning, which may not fully reflect
the
the holistic
holistic CVC
CVC positioning
positioning of
of the
the organization.
organization. In
In other
other words,
words, it
it is
is simply
simply insufficient
insufficient
for
organizations
to
establish
its
positioning
according
to
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CVC
and
for organizations to establish its positioning according to the CVC and apply
apply it
it uniformly
uniformly
throughout
those
inin
thethe
largest
throughout the
theworld.
world.The
Thecontext
contextof
ofeach
eachindividual
individualcountry,
country,especially
especially
those
largEms, requires an adapted, localized CVC proposition to succeed. This is in accordance
est Ems, requires an adapted, localized CVC proposition to succeed. This is in accordance
with research on the need for MNCs to adjust strategic positioning within each individual
with research on the need for MNCs to adjust strategic positioning within each individual
context framed as “contextual intelligence” (Khanna 2014; Khanna et al. 2005; Johnson and
context framed as “contextual intelligence” (Khanna 2014; Khanna et al. 2005; Johnson and
Tellis 2008).
Tellis 2008).
This paper contributes to the existing literature in four ways: First, using scientometThis paper contributes to the existing literature in four ways: First, using scientometrics analysis, we confirmed the research gap in this important field of study. Second, we
rics analysis, we confirmed the research gap in this important field of study. Second, we
supplemented the limited literature regarding the important concept of CVC by extraposupplemented the limited literature regarding the important concept of CVC by extrapolating the study to the EM context of India. The studies that explored CVC were mostly
lating the study to the EM context of India. The studies that explored CVC were mostly of
of conceptual nature and/or based their research on the context of developed countries.
conceptual nature and/or based their research on the context of developed countries. ConConsidering the importance of testing the conceptual framework in an empirical setting,
sidering
thebetter
importance
theIndia,
conceptual
framework
in an empirical
setting,
there
there
is no
contextof
totesting
test than
as it remains
the second
largest EM.
Third,
we
contributed by identifying localization as an important variable in each of the four facets
of CVC and value creation strategies. Without tapping into the local resources, it would
not have been possible for Daikin and Renault to identify and satisfy the idiosyncratic
needs of consumers in this particular EM. Finally, the aforementioned four categorizations
of values are not mutually exclusive. Rather, offering an inclusive value across the four
dimensions led to a competitive advantage for both companies in this risky and uncertain
environment.
6. Conclusions, Managerial Implications, Limitations, and Future Research Directions
We show that the customer value creation framework proposed by Smith and Colgate
(2007) is not only applicable in the context of developed countries, as evidenced in the
current literature, but also in the context of emerging markets. Using the case studies
depicted in the paper, we demonstrate that localization of each of the dimensions of CVC
to the context will lead to a successful integration of the products and services in the
EM context.
Several managerial implications can be drawn from the findings of this study. First,
product innovation alone no longer provides adequate differentiation opportunities and
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competitive success in today’s fast changing, risky and competitive marketplace. Managers
of prospective firms embarking on product innovation should target the creation and
provision of offering better customer value in a truly creative fashion to ensure business
success. Second, the focus of CVC on EM innovation is to deliver value through the four
dimensions in a localized manner. Managers should provide superior functional value
in product/service offerings after gaining a genuine understanding of latent customer
aspirations, and high-quality products that embody distinct functional attributes and
benefits should be differentiated. Similarly, firms should provide greater experiential value,
being responsive to the precise emotional needs and epistemic experiences of the target
customers. Similarly, MNCs should convey greater symbolic value in line with their brand
image strategy. Firms should offer competitive cost value in line with their operational
excellence strategy, especially in R&D, production, and distribution when aiming to gain
market share in EMs. Third, equipped with this knowledge, prospective firms can design
and implement better marketing strategies to recognize positioning in the target market
and advance relationships with target customers to increase revenues.
Similar to all research studies based on secondary data, this study has limitations
that present opportunities for future research directions. First, the study was a qualitative
case study based on secondary data from two firm cases, and, therefore, the applicability
of the findings is limited. Future research studies should test the findings of this study
by gathering primary qualitative and quantitative insight, as well as including further
case studies to examine customer value creation. Second, due to the differences regarding
socioeconomic environment and culture, the findings of this study, which focuses on Indian
customers, may not be fully applicable to customer groups in other geographical regions.
India was chosen as the country focus as it is one of the largest emerging markets with a
rising middle-class population. Therefore, it may also be helpful to conduct future studies
in other market settings to investigate customer value. Third, it would also be informative
to compare customer value creation strategies among other emerging markets other than
India to test the propositions on a wider sample size in order to advance our understanding
of customer value creation strategies. Lastly, it may also be helpful to include firms of
varied sizes to explore customer value creation strategies and their successes or failures.
Author Contributions: Conceptualization, R.S.; methodology, R.S. and A.K.; formal analysis, R.S.
and A.K.; investigation, R.S. and A.K.; resources, A.K. and R.S. All authors have read and agreed to
the published version of the manuscript.
Funding: This research received no external funding.
Institutional Review Board Statement: Not applicable.
Informed Consent Statement: Not applicable.
Conflicts of Interest: The authors declare no conflict of interest.

References
Agnihotri, Arpita. 2015. Low-Cost Innovation in Emerging Markets. Journal of Strategic Marketing 23: 399–411. [CrossRef]
Ambwani, Meenakshi Verma. 2017. Daikin India Looks to Keep Growing at 18–20% This Year. The Hindu Business Line. Available
online: http://www.thehindubusinessline.com/companies/daikin-india/article9616126.ece (accessed on 19 September 2021).
Amit, Raphael, and Christoph Zott. 2001. Value Creation in E-Business. Strategic Management Journal 22: 493–520. [CrossRef]
Amoako, George Kofi. 2019. Relationship Marketing, Orientation, Brand Equity and Firm Value: The Mediating Role of Customer
Value—An Emerging Market Perspective. Journal of Relationship Marketing 18: 280–308. [CrossRef]
Anderson, James, James Narus, and Woulter Van Rossum. 2006. Customer Value Propositions in Business Markets. Harvard Business
Review 84: 1–12.
Arnold, Mark, and Kristy Reynolds. 2003. Hedonic Shopping Motivations. Journal of Retailing 79: 77–95. [CrossRef]
Atsmon, Yuval, Peter Child, Richard Dobbs, and Laxman Narasimhan. 2012. Winning the $30 Trillion Decathlon: Going for Gold in
Emerging Markets. McKinsey Quarterly 4: 20–35.
Babin, Barry, William Darden, and Mitch Griffin. 1994. Work and/or Fun: Measuring Hedonic and Utilitarian Shopping Value. Journal
of Consumer Research 20: 644–56. [CrossRef]

J. Risk Financial Manag. 2021, 14, 455

15 of 18

Babin, Barry J., and Kevin William James. 2010. A Brief Retrospective and Introspective on Value. European Business Review 22: 471–78.
[CrossRef]
BBC News. 2019. India Loses Place as World’s Fastest-Growing Economy. BBC News. Available online: https://www.bbc.com/news/
business-48478028 (accessed on 19 September 2021).
Bhatia, N. 2019. Facelift for Renault Duster. The Hindu. Available online: https://www.thehindu.com/life-and-style/motoring/
facelift-for-renault-duster/article28760713.ece (accessed on 19 September 2021).
Boso, Nathaniel, Yaw A. Debrah, and Joseph Amankwah-Amoah. 2018. International Marketing Strategies of Emerging Market Firms
and Outcomes. International Marketing Review 35: 202–14. [CrossRef]
Carbone, L. 2004. Clued In: How to Keep Customers Coming Back Again and Again. Upper Saddle River: Prentice-Hall.
Cavusgil, S. Tanner, Seyda Deligonul, Ilke Kardes, and Erin Cavusgil. 2018. Middle-Class Consumers in Emerging Markets: Conceptualization, Propositions, and Implications for International Marketers. Journal of International Marketing 26: 94–108. [CrossRef]
Chattopadhyay, Amitava, Rajeev Batra, and Aysegul Ozsomer. 2012. The New Emerging Market Multinationals: Four Strategies for
Disrupting Markets and Building Brands, 1st ed. New York: McGraw-Hill.
Choo, Ho Jung, Heekang Moon, Hyunsook Kim, and Namhee Yoon. 2012. Luxury Customer Value. Journal of Fashion Marketing and
Management 16: 81–101. [CrossRef]
Christensen, Clayton M., Heiner Baumann, Rudy Ruggles, and Thomas M. Sadtler. 2006. Disruptive Innovation for Social Change.
Harvard Business Review 84: 94–101.
Christensen, Clayton M., and Michael Overdorf. 2000. Meeting the Challenge of Disruptive Change. Harvard Business Review 78: 66–76.
Ciferri, Luca. 2013. How Renault’s Low-Cost Dacia Has Become a ‘Cash Cow.’ Automotive News Europe. Available online: http:
//europe.autonews.com/article/20130102/ANE/312259994/how-renaults-low-cost-dacia-has-become-a-cash-cow (accessed on
19 September 2021).
Crossan, Mary M., and Marina Apaydin. 2010. A Multi-Dimensional Framework of Organizational Innovation: A Systematic Review
of the Literature. Journal of Management Studies 47: 1154–91. [CrossRef]
Dadzie, Kofi Q., David K. Amponsah, Charlene A. Dadzie, Evelyn M. Winston, Kofi Q. Dadzie, David K. Amponsah, Charlene
A. Dadzie, and Evelyn M. Winston. 2017. How Firms Implement Marketing Strategies in Emerging Markets: An Empirical
Assessment of the 4A Marketing Mix Framework. Journal of Marketing Theory and Practice 25: 234–56. [CrossRef]
Daikin. 2019. Daikin India. Available online: http://www.daikinindia.com/ (accessed on 19 September 2021).
Daikin India. 2017. First-Ever Fully Air-Conditioned Bus Shelter by Daikin India|Daikin. Available online: http://www.daikinindia.
com/blog/first-ever-fully-air-conditioned-bus-shelter-daikin-india (accessed on 19 September 2021).
Dawar, Niraj, and Amitava Chattopadhyay. 2002. Rethinking Marketing Programs for Emerging Markets. Long Range Planning 35:
457–74. [CrossRef]
Desarbo, Wayne, Kamel Jedidi, and Indrajit Sinha. 2001. Customer Value Analysis in a Heterogeneous Market. Strategic Management
Journal 22: 845–57. [CrossRef]
Diep, Vien Chau, and Jillian C. Sweeny. 2008. Shopping Trip Value: Do Stores and Products Matter? Journal of Retailing and Consumer
Services 15: 399–409. [CrossRef]
Drummond, A. 2012. Research on Emerging Economies: Challenges Are Always Opportunities. Global Strategy Journal 2: 48–50.
[CrossRef]
Dubiel, Anna, and Holger Ernst. 2013. Success Factors of New Product Development for Emerging Markets. In The PDMA Handbook of
New Product Development, 3rd ed. Edited by Kenneth B. Kahn. Hoboken: Wiley, pp. 100–14. [CrossRef]
Dyer, W. G., and A. L. Wilkins. 1991. Better Stories, Not Better Constructs, to Generate Better Theory: A Rejoinder to Eisenhardt.
Academy of Management Review 16: 613–19. [CrossRef]
Eggert, Andreas, and Wolfgang Ulaga. 2002. Customer Perceived Value: A Substitute for Satisfaction in Business Markets? Journal of
Business & Industrial Marketing 17: 107–18. [CrossRef]
Eggert, Andreas, Wolfgang Ulaga, Pennie Frow, and Adrian Payne. 2018. Conceptualizing and Communicating Value in Business
Markets: From Value in Exchange to Value in Use. Industrial Marketing Management 69: 80–90. [CrossRef]
Eisenhardt, Kathleen M. 1989. Building Theories from Case Study Research. Academy of Management Review 14: 532–50. [CrossRef]
Economic Times Bureau. 2019. New AC Series, 3rd Manufacturing Facility: How Daikin India Is Charting a Cool Growth Trajectory. Economic Times. Available online: https://economictimes.indiatimes.com/magazines/panache/new-ac-series-3rdmanufacturing-facility-how-daikin-india-is-charting-a-cool-growth-trajectory/articleshow/68663621.cms?from=mdr (accessed
on 19 September 2021).
Flint, Daniel J. 2006. Innovation, Symbolic Interaction and Customer Valuing: Thoughts Stemming from a Service-Dominant Logic of
Marketing. Marketing Theory 6: 349–62. [CrossRef]
Flint, D. J., Robert B. Woodruff, and Sarah Fisher Gardial. 2002. Exploring the Phenomenon of Customers’ Desired Value Change in a
Business-to-Business Context. Journal of Marketing 66: 102–17. [CrossRef]
Gadiesh, Orit, Philip Leung, and Till Vestring. 2007. The Battle for China’s Good-Enough Market. Harvard Business Review 85: 81–89.
[CrossRef]
Gallarza, Martina, Irene Gil-Saura, and Morris Holbrook. 2011. The value of value: Further excursions on the meaning and role of
customer value. Journal of Consumer Behaviour 10: 179–91. [CrossRef]

J. Risk Financial Manag. 2021, 14, 455

16 of 18

Galvin, Peter, Anton Klarin, Richard Nyuur, and Nicholas Burton. 2021. A Bibliometric Content Analysis of Do-It-Yourself (DIY)
Science: Where to from Here for Management Research? Technology Analysis & Strategic Management, 1–12. [CrossRef]
Gupta, Budhaditya, and Stefan Thomke. 2018. An Exploratory Study of Product Development in Emerging Economies: Evidence from
Medical Device Testing in India. R and D Management 48: 485–501. [CrossRef]
Hang, Chang Chieh, Jin Chen, and Annapoomima M. Subramian. 2010. Developing Disruptive Products for Emerging Economies:
Lessons from Asian Cases. Research Technology Management 53: 21–26. [CrossRef]
Holbrook, Morris B. 1999. Consumer Value: A Framework for Analysis and Research. London: Psychology Press.
Holbrook, Morris B. 2005. Customer Value and Auto Ethnography: Subjective Personal Introspection and the Meanings of a Photograph
Collection. Journal of Business Research 58: 45–61. [CrossRef]
IMF. 2020. Population. IMF Datamapper. Available online: https://www.imf.org/external/datamapper/LP@WEO/OEMDC/
ADVEC/WEOWORLD (accessed on 19 September 2021).
Inkizhinov, Boris, Elena Gorenskaia, Dashi Nazarov, and Anton Klarin. 2021. Entrepreneurship in Emerging Markets: Mapping the
Scholarship and Suggesting Future Research Directions. International Journal of Emerging Markets. [CrossRef]
ISHRAE. 2017. ISHRAE—Indian Society of Heating Refrigerating and Air Conditioning Engineers. ISHRAE—Indian Society of
Heating Refrigerating and Air Conditioning Engineers. Available online: http://www.ishrae.in/ (accessed on 19 September
2021).
Ivanauskienė, Neringa, Viltė Auruškevičienė, Vida Škudienė, and Šarūnas Nedzinskas. 2012. Customer Perceptions of Value: Case of
Retail Banking. Organizations and Markets in Emerging Economies 3: 75–88. [CrossRef]
Johnson, Joseph, and Gerard J. Tellis. 2008. Drivers of Success for Market Entry into China and India. Journal of Marketing 72: 1–13.
[CrossRef]
Karnani, Anil. 2007. The Mirage of Marketing to the Bottom of the Pyramid. California Management Review 49: 90–111. [CrossRef]
Kashan, Alireza Javanmardi, Kavoos Mohannak, Mirko Perano, and Gian Luca Casali. 2018. A Discovery of Multiple Levels of Open
Innovation in Understanding the Economic Sustainability. A Case Study in the Manufacturing Industry. Sustainability 10: 4652.
[CrossRef]
Khanna, Tarun. 2014. Contextual Intelligence. Harvard Business Review 92: 58–68.
Khanna, Tarun, Krishna G. Palepu, and Jayant Sinha. 2005. Strategies That Fit Emerging Markets. Harvard Business Review Review 83:
63–74, 76, 148. Available online: http://www.ncbi.nlm.nih.gov/pubmed/15938439 (accessed on 19 September 2021).
Klarin, Anton. 2019. Mapping Product and Service Innovation: A Bibliometric Analysis and a Typology. Technological Forecasting and
Social Change 149: 119776. [CrossRef]
Klarin, Anton. 2020. The Decade-Long Cryptocurrencies and the Blockchain Rollercoaster: Mapping the Intellectual Structure and
Charting Future Directions. Research in International Business and Finance 51: 101067. [CrossRef]
Klarin, Anton, Boris Inkizhinov, Dashi Nazarov, and Elena Gorenskaia. 2021. International Business Education: What We Know and
What We Have Yet to Develop. International Business Review 30: 101833. [CrossRef]
Korom, Philipp. 2019. A Bibliometric Visualization of the Economics and Sociology of Wealth Inequality: A World Apart? Scientometrics
118: 849–68. [CrossRef]
Kravets, Olga, and Ozlem Sandikci. 2014. Competently Ordinary: New Middle Class Consumers in the Emerging Markets. Journal of
Marketing 78: 125–40. [CrossRef]
Kumar, Nirmalya. 2006. Strategies to Fight Low-Cost Rivals. Harvard Business Review 84: 104–12.
Lapierre, Jozee. 2000. Customer Perceived Value in Industrial Contexts. Journal of Business and Industrial Marketing 15: 122–40.
[CrossRef]
Lee, Yikuan, Bou-Wen Lin, Yim-Yu Wong, and Roger J. Calantone. 2011. Understanding and Managing International Product Launch:
A Comparison between Developed and Emerging Markets. Journal of Product Innovation Management 28: 104–20. [CrossRef]
Liu, Annie, Mark Leach, and Kenneth Bernhardt. 2005. Examining Customer Value Perceptions of Organizational Buyers When
Sourcing. Journal of Business Research 58: 559–68. [CrossRef]
London, Ted, and Stuart L. Hart. 2004. Reinventing Strategies for Emerging Markets: Beyond the Transnational Model. Journal of
International Business Studies 35: 350–70. [CrossRef]
Luo, Yadong. 2007. From Foreign Investors to Strategic Insiders: Shifting Parameters, Prescriptions and Paradigms for MNCs in China.
Journal of World Business 42: 14–34. [CrossRef]
Luo, Yadong, and Huan Zhang. 2016. Emerging Market MNEs: Qualitative Review and Theoretical Directions. Journal of International
Management 22: 333–50. [CrossRef]
Lusch, Robert, and Stephen Vargo. 2011. Service-dominant logic: A necessary step. European Journal of Marketing 45: 1298–309.
[CrossRef]
Madhavan, Niraj. 2013. Case Study: What Contributed to Renault Duster’s Success? Business Today. Available online: http://www.
businesstoday.in/magazine/case-study/case-study-renault-duster-success-story/story/199321.html (accessed on 19 September
2021).
Menon, Ajay, Christian Homburg, and Nikolas Beutin. 2005. Understanding Customer Value in Business-to-Business Relationships.
Journal of Business-to-Business Marketing 12: 1–35. [CrossRef]
Meyer, Klaus E., and Yen Thi Thu Tran. 2006. Market Penetration and Acquisition Strategies for Emerging Economies. Long Range
Planning 39: 177–97. [CrossRef]

J. Risk Financial Manag. 2021, 14, 455

17 of 18

Mohapatra, Subhalaxmi, and Subhadip Roy. 2015. Renault Duster: Dusting Away Competition or Facing a Dust Storm? Emerald
Emerging Markets Case Studies 5: 1–9. [CrossRef]
Nakata, Cheryl, and Kelly Weidner. 2012. Enhancing New Product Adoption at the Base of the Pyramid: A Contextualized Model.
Journal of Product Innovation Management 29: 21–32. [CrossRef]
Nguyen, Tho D., Nigel Barrett, and Kenneth Miller. 2011. Brand Loyalty in Emerging Markets. Marketing Intelligence and Planning 29:
222–32. [CrossRef]
Parasuraman, A. 1997. Reflections on Gaining Competitive Advantage through Customer Value. Journal of the Academy of Marketing
Science 25: 154–61. [CrossRef]
Perano, Mirko, Xhimi Hysa, and Mario Calabrese. 2018. Strategic Planning, Cultural Context, and Business Continuity Management:
Business Cases in the City of Shkoder. In Geopolitics and Strategic Management in the Global Economy. Edited by Angelo Presenza
and Lorn Sheehan. Hershey: IGI Global, pp. 57–77. [CrossRef]
Petrick, Irene J. 2011. Innovation in Emerging Markets. Research Technology Management 54: 8–9. [CrossRef]
Podsakoff, Philip M., Scott B. MacKenzie, Nathan P. Podsakoff, and Daniel G. Bachrach. 2008. Scholarly Influence in the Field of
Management: A Bibliometric Analysis of the Determinants of University and Author Impact in the Management Literature in the
Past Quarter Century. Journal of Management 34: 641–720. [CrossRef]
Porter, Michael E. 1985. Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press.
PR Newswire. 2017. Gang of Dusters (G.O.D) Embarks on Its First-Ever International Iconic Passion Drive—The 12-Day International
Expedition Traversing 2000 Kms to Bhutan Flagged off on 13 May 2017. Available online: https://www.prnewswire.com/in/
news-releases/gang-of-dusters-god-embarks-on-its-first-ever-international-iconic-passion-drive-_--the-12-day-internationalexpedition-traversing-2000-kms-to-bhutan-flagged-off-on-may-13-622162733.html (accessed on 19 September 2021 ).
Prabhu, Ganesh, and Rishikesha T. Krishnan. 2005. New Product Development: Discussion. IIMB Management Review. no. September. pp. 81–96. Available online: https://www.researchgate.net/profile/Rishikesha_Krishnan/publication/265063303_New_
Product_Development_Discussion/links/54d9f5310cf25013d04380fb/New-Product-Development-Discussion.pdf (accessed on
19 September 2021).
Prahalad, C. K. 2010. The Fortune at the Bottom of the Pyramid: Eradicating Poverty through Profits. Wharton: Wharton School Pub.
Available online: https://books.google.com.au/books/about/The_Fortune_at_the_Bottom_of_the_Pyramid.html?id=RPSG4
JxAZzYC&printsec=frontcover&source=kp_read_button&redir_esc=y#v=onepage&q&f=false (accessed on 19 September 2021).
Press Trust of India. 2017. Daikin Aims to Cross Rs 5000 Cr Sales Mark in next 2 Years. India Today. Available online: http://indiatoday.
intoday.in/story/daikin-aims-to-cross-rs-5000-cr-sales-mark-in-next-2-years/1/926426.html (accessed on 19 September 2021).
Ramamurti, Ravi. 2012. Competing with Emerging Market Multinationals. Business Horizons 55: 241–49. [CrossRef]
Ramaswamy, Venkat, and Kerimcan Ozcan. 2018. What Is Co-Creation? An Interactional Creation Framework and Its Implications for
Value Creation. Journal of Business Research 84: 196–205. [CrossRef]
Ray, Sangeeta, and Pradeep K. Ray. 2021. Innovation strategy of latecomer firms under tight appropriability regimes: The Indian
pharmaceuticals industry. Journal of International Management 27: 100820. [CrossRef]
Renault India. 2019. Renault Duster India. Available online: https://www.renault.co.in/vehicles/personal-cars/duster.html (accessed
on 19 September 2021).
Renault UK. 2017. Renault Press: A Revolution Called Duster. Groupe Renault UK Press Office. Available online: http://press.renault.
co.uk/Dacia/c2ffd6c1-9eeb-4ef5-bf97-3698fa5e3eab.aspx (accessed on 19 September 2021).
Rintamäki, Timo, Hannu Kuusela, and Lasse Mitronen. 2007. Identifying Competitive Customer Value Propositions in Retailing.
Managing Service Quality: An International Journal 17: 621–34. [CrossRef]
Rossetto, Dennys Eduardo, Roberto Carlos Bernardes, Felipe Mendes Borini, and Cristiane Chaves Gattaz. 2018. Structure and
Evolution of Innovation Research in the Last 60 Years: Review and Future Trends in the Field of Business through the Citations
and Co-Citations Analysis. Scientometrics 115: 1329–63. [CrossRef]
Sahi, Gurjeet Kaur, Mahesh C. Gupta, and Subhash C. Lonial. 2018. Relating Strategic Market Orientation and Market Performance:
Role of Customer Value Types. Journal of Strategic Marketing 26: 318–38. [CrossRef]
Salem Khalifa, Azaddin. 2004. Customer Value: A Review of Recent Literature and an Integrative Configuration. Management Decision
42: 645–66. [CrossRef]
Sánchez-Gutiérrez, José, Pablo Cabanelas, Jesús F. Lampón, and Tania E. González-Alvarado. 2019. The Impact on Competitiveness of
Customer Value Creation through Relationship Capabilities and Marketing Innovation. Journal of Business and Industrial Marketing
34: 618–27. [CrossRef]
Seiders, Kathleen, Leonard Berry, and Larry Gresham. 2000. Attention, Retailers! How Convenient Is Your Convenience Strategy?
Sloan Management Review 41: 79–90.
Sen, Sunny. 2013. Coming in from the Cold. Business Today. Available online: http://www.businesstoday.in/magazine/case-study/
case-study-daikin-turnaround-industry-in-india-market/story/201092.html (accessed on 19 September 2021).
Sharma, Sunil, Mukund R. Dixit, and Amit Karna. 2016. Design Leaps: Business Model Adaptation in Emerging Economies. Journal of
Asia Business Studies 10: 105–24. [CrossRef]
Sharmelly, Rifat, and Pradeep Ray. 2018. The role of frugal innovation and collaborative ecosystems: The case of Hyundai in India.
Journal of General Management 43: 157–74. [CrossRef]

J. Risk Financial Manag. 2021, 14, 455

18 of 18

Sharmelly, Rifat, and Pradeep Ray. 2021. Managing resource-constrained innovation in emerging markets: Perspectives from a business
model. Technology in Society 65: 1–20. [CrossRef]
Sheth, Jagdish, Bruce Newman, and Barbara Gross. 1991. Why We Buy What We Buy: A Theory of Consumption Values. Journal of
Business Research 22: 159–70. [CrossRef]
Sheth, Jagdish N. 2011. Impact of Emerging Markets on Marketing: Rethinking Existing Perspectives and Practices. Journal of Marketing
75: 166–82. [CrossRef]
Siggelkow, Nicolaj. 2007. Persuasion with Case Studies. Academy of Management Journal 50: 20–24. [CrossRef]
Singh, Ramendra, and Abraham Koshy. 2011. Does Salesperson’s Customer Orientation Create Value in B2B Relationships? Empirical
Evidence from India. Industrial Marketing Management 40: 78–85. [CrossRef]
Sinha, Mona, and Jagdish Sheth. 2018. Growing the Pie in Emerging Markets: Marketing Strategies for Increasing the Ratio of
Non-Users to Users. Journal of Business Research 86: 217–24. [CrossRef]
Sinha, Sanjeev. 2015. Daikin Eyes Rs 2600 Crore Turnover, Aims to Be Top HVAC Player in India—The Economic Times. The Economic
Times. Available online: https://economictimes.indiatimes.com/industry/cons-products/durables/daikin-eyes-rs-2600-croreturnover-aims-to-be-top-hvac-player-in-india/articleshow/46862646.cms (accessed on 19 September 2021).
Smith, Gerald, and Thomas Nagle. 2005. A Question of Value. Marketing Management 14: 38–43.
Smith, J., and Mark Colgate. 2007. Customer Value Creation: A Practical Framework. The Journal of Marketing Theory and Practice 15:
7–23. [CrossRef]
Spiteri, Joseph, and Paul Dion. 2004. Customer Value, Overall Satisfaction, End-User Loyalty, and Market Performance in Detail
Intensive Industries. Industrial Marketing Management 33: 675–87. [CrossRef]
Talonen, Antti, Iiro Jussila, Hannu Saarijärvi, and Timo Rintamäki. 2016. Consumer Cooperatives: Cncovering the Value Potential of
Customer Ownership. AMS Review 6: 142–56. [CrossRef]
The Times of India. 2014. India Fourth Largest Global Market for Renault’s Duster—Times of India. The Times of India—Business. Available online: https://timesofindia.indiatimes.com/business/india-business/India-fourth-largest-global-market-for-RenaultsDuster/articleshow/33690370.cms (accessed on 19 September 2021).
The Times of India. 2016. Renault to Expand Dealerships to 240 in 2016. The Times of India—Business. Available online: http://
timesofindia.indiatimes.com/auto/miscellaneous/Renault-to-expand-dealerships-to-240-in-2016/articleshow/51903409.cms
(accessed on 19 September 2021).
Tong, Carl, and Lee-Ing Tong. 2006. Exploring the Cornerstones of Wal-Mart’s Success and Competitiveness. Competitiveness Review 16:
143–49.
Turley, L. W., and Ronald Milliman. 2000. Atmospheric Effects on Shopping Behavior: A Review of the Experimental Evidence. Journal
of Business Research 49: 193–211. [CrossRef]
Ulaga, Wolfgang. 2003. Capturing Value Creation in Business Relationships: A Customer Perspective. Industrial Marketing Management
32: 677–93. [CrossRef]
Vakulenko, Yulia, Daniel Hellström, and Klas Hjort. 2018. What’s in the Parcel Locker? Exploring Customer Value in e-Commerce Last
Mile Delivery. Journal of Business Research 88: 421–27. [CrossRef]
van Eck, Nees Jan, and Ludo Waltman. 2014. Visualizing Bibliometric Networks. In Measuring Scholarly Impact. Edited by Ying Ding,
Ronald Rousseu and Dietmar Wolfram. Cham: Springer, pp. 285–320.
Vieira, Elizabeth S., and José A. N. F. Gomes. 2009. A Comparison of Scopus and Web of Science for a Typical University. Scientometrics
81: 587–600. [CrossRef]
Wakayama, Toshiro, Junjiro Shintaku, and Tomofumi Amano. 2012. What Panasonic Learned in China. Harvard Business Review 90:
109–13.
Walter, Achim, Thilo Müller, Gabriele Helfert, and Thomas Ritter. 2003. Functions of Industrial Supplier Relationships and Their
Impact on Relationship Quality. Industrial Marketing Management 32: 159–69. [CrossRef]
Williamson, Peter J., and Ming Zeng. 2009. Value-for-Money Strategies for Recessionary Times. Harvard Business Review 87: 2–4.
Woodall, T. 2003. Conceptualising Value for the Customer: An Attributional, Structural and Dispositional Analysis. Academy of
Marketing Science Review 12: 1–42.
Woodruff, Robert B. 1997. Customer Value: The next Source for Competitive Advantage. Journal of the Academy of Marketing Science 25:
139–53. [CrossRef]
Yin, Robert K. 1981. The Case Study as a Serious Research Strategy. Knowledge 3: 97–114. [CrossRef]
Yin, Robert K. 2013. Validity and Generalization in Future Case Study Evaluations. Evaluation 19: 321–32. [CrossRef]

